Digital Campaign Case Studies

This section provides key details for dagital campaign thatw/ reviewed for this report, along with
the main research and evaluatiairigs of each campaign. In saages;ather than reviewing an
entirecampaign, the case study revaem®gram, service or website, or one aspetargkea campaign.
In those cases, this is because only one element was podidedithors, or because @rg element
was researched or evaluated. The breadth andtlieyftnmaton available for review varied
significantly by campaign. Therefore, not all sections or categories of anftiematbeen completed
for eachcase study.

The campaign case studies are organized alphabetically by country,dhethetgeographical area (if
applicable), then in chronological order (by year of campaign launch). Note that the scope of each
campaign ighe entire country or state/province in the title line, unless otherwise specified.

Some campaign staff did not condacheof the fouearlierdescribed types of research and evaluation.
Also, in some cases, campaign staff provided recall and awarenesstdsHtthas paocess evaluation,
whil e others provided them as omperedghtiormiVhilaitrissnotme as ur
necessarily important how such data is categorized, it is important to understand treoditfesenis
thatcan be drawn from the datad dne implications of doing sBor example, research indicating the
level of an audiene 8 s r e cwarkeness of an ativierdsenmertaanpaign can relate to both process
evaluation (i.e., was the media placememieniffior the campaign to reastough of its intended
audience and enough times?) and to outcome evaluatiore€ithe campaign materialeresting,
engaging, and clear enough to attract and keep the attention of the intendedsaaditdrat they
recalled them later?). In short, it is important to consider how recall andsawlataneflect on a

c a mp aprogess@d its outcomes in order to draw appropriate and actionable conclusions.

Each case study closes with relevant oleemadings and insightsased on all of the reseancth a
evaluation conducted as \aslthe expert opinions of those involved wit he campai gnds de\
implementation and/or evaluation.

Listingsand Grid for Easy Review @ase Studies
Two lists of case studeswell as a grade providedn the following pagésr more convenient review
based on readersod interests.

ThelList of Case Studipsesents the case studiethe order they appear in this docurmémnt
alphabetical order by country, then province or state (if applicable), and then in chronological order.

ThelList of Campaigns by Goal organizes the cafiesityithe main tobacco control goal of each
campaign. Campaigns are grouped according to whether they sought to:

1. Prevent initiation of tobacco use

2. Reduce tobacco use via assisting tobacco users in quitting

3. Reduce exposure to secondhand smoke

The List of Campaigns by Goal may be helpful to those who are seeking insights from campaigns that
have a common tobacco control goal.

Finally, there is a gugtailing th®igitalMedia Used in Each Campaigrich may be helpful to those
who are seeking information about effective use of particular digital vehicles/approaches.



List of Campaign Case Studies

Australia (New South Wales (NSWR009presentiCanQuitWebsite

Australia (Western Australi@) 1996-presentSmarter than SmokinGampaign

Canada (British Columbta0092010QuitNow & WINCampaign
Canada (Ontario) 2008-2009Campaign for a SmoKeee Ride
Canada (Ontaria) 2010The Driven to Quit Challen@ampaign
Denmarkt 2004-presentXhale.dkCampaign

Englandr 2009A0L BeautZampaign

Englandr 20082010Smokefree MSEampaign

Englandr 2009Smokefree Unite@ampaign

Englandr 200820094 { (1 dzo A (G 2 dzi ( 2Ch@paifk S NE
England (South West) 200920100neWay Street to Succe€ampaign
European Uniom 20052011 HelpCampaign

Germany 2005presentSmokefree Campaign

Israelt 2007-2008Sigi TabalCampaign

The Netherlands 20052006Smole AlertCampaign

New Zealand 2008QuitWebsite

New Zealand 20082009Txt2QuitService

Norwayt 20032005Happy Endingcampaign

Singapore 2009Kids Watch. Kids Leat@ampaign

United Kingdont 2007-2008BreatheCampaign

United Stateg; 20082010Become an ERampaign

United States (Arizona) 2009-2010VenomocityCampaign

United States (Minnesota) 2010The QuitCash ChallenGampaign

United States (Minnesota, Dakota County20082009Respect my Ré&dCampaign

United States (Nebraska) 2009-presentiIMReadyCampaign

United States (Wisconsim)2008My SmokeFree StoGampaign
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List of Campaigns by Goal

Youth Preventio& Cessation
AustraliaSmarter than Smoking
DenmarkxXhale.dk

European Unioiidelp
GermanySmokefree

The NetherlandSmoke Alert
United KingdonBreathe

United Stated/enomocity

Adult Cessation

AustraliaiCanQuit

CanadaQuitNow& WIN

Canadarhe Driven to Quit Challeag
DenmarkxXhale.dk
EnglandAOLBeauty
EnglandSmokefree MSN
EnglandSmokefree United
EnglandOneWay Street to Success
EnglandStub it out togethelyahooForum
European Uniotdelp
GermanySmokefree

IsraelSigiTabak

New ZealandQuit Website

New Zealand xt2QuitService
NorwayHappy Ending

Singaporeids Watch. Kids Learn.
United State88ecome an EX

United States'he QuitCash Challenge
United StatesMReady

Reducing Exposure to Secondhand Smoke
Canadaampaign for a Smokeee Ride
European Uniomdelp

United Statedkespect my Ride

United Statedvly SnokeFree Story




Digital Media Used in Each Campaign

Websites/ | Online Ads,| Social | Mobile texting/ | Email | IM, chats,
Micro- Banners, Media | messaging msgs. | blogs
Country & Campaigior sites Buttons
ProgramName
AustraliaiCan Quit X
AustraliaSmarterthan X X X
Smoking
CanadaQuit Now and Win X X X
Canadaampaign for SF Rid| X X
Canaddriven to Quit X X X X
Challenge
DenmarkxXhale.dk X X X
EnglandAOL Beauty X X
EnglandSmokefree MSN X X X
EnglandSmokefree United | X X X X X X
EnglandOneWay Streetto | X X X
Success
EnglandStub it out together | X X X X X X
Yahoo Forum
European Uniotdelp X X X X
GermanySmokefree X X X X
IsraelSigiTabak X X X
NetherlandsSmoke Alert X
NewZealand Quit X X
New Zealand xt2Quit X X
NorwayHappy Ending X X X X
SingaporeKids Watch. Kids | X X X X
Learn.
United KingdonBreathe X X X
United State8Become an EX | X X X X X X
United Stated/enomocity X X X
United Stateshe QuitCash | X X X X X
Challenge
United Stateskespect My X X X
Ride
United StatesMReady X X
United Statesvly Smokefree | X X X

Story




Australia (New South Wales (NSW)) d2009present/CanQuit \Website

Organization
Cancer Institute NSW

Campaign Dates

Websitalevelopment process:

Stage d Project define@November 2008 February 2010)

Stage ® Ste structurelevelopedFebruary 201®June 2010)

Stage 8 Visual interfacdesignedJuly 2010 August 2010)

Stage 4 Site built and integrat€@@eptember 208December 2010)
Stage B Site duncled(December 2010)

The website is ongoing but this case study captures what occurred through March 2011.

Objective

To develop a quit support hub for smokers who eddatquit andexsmokersvho wanedto
remaintobaccdree by doptinga useicentered approach in the redesign of the 13QUIT website
(originally launched 2007

Target Audience(s)
Primary: Smokers aged4Zbyears and smokers age@4lgears, with a low seeiconomic skew.

Secondary: Receniitters

Key stakeholders who work in tobacco control, such as NSW Quitline, NSW Health,
Cancer Council NSW, SmokeCheck, Local Health Districts, and NSW Multicultural
Health Communication Service

Media
Websites

Media Presence
Promotedviathe Willpower campaign television commercial (December 2010) and Google paid
search.

Campaign Budget (in USD)
$390,000 (website developmeraughlaunch)

Advertising Agency or Public Relations Firm
Folk/Readify (visual design and website developnestyag

Research Firm
Stamford Interactive (a usentered design agency)

Zumio (strategic consultant agency)

Language(s)
English

Target Audience Research



Stage 1:

Stage 2:

Stage 3:

Stage 4:

The desired outcomes of this phase were to understand the users and the development of
the website strategy.

Various methods were used to help gain a
users and their behavior onlimeluding

e Stakeholdanterviews in-depth interviews with key stakeholders (mix of
government and negovernment agencies dedicated to tobacco control). These
stakeholdersecamepart of ariCanQuiteference group.

e Focus groupd discussions with groups e8articipants.

e Contextual intervievdssimilar to irdepth interviews but carried out in the
respondent sd B &orexample, aetheiv Homes ar mwerkplaces.

Various methods were used to determine the site structure of the websitéeahd
development plan.

e Content audit to identify content gaps and maodifiable content.
e Card sorting to identify how users categorize and label information.
e Usability testing to assess the wireframes of the website.

User testingvas conductea tassess the proposed visual designs.

Usability testing was conducted throughout this stage to idenpifgdasnor user
issues.

Recruitmentriteria for above target audience research
e Focus groups/contextual interviews/card sortinddilisatesting NSW smokers aged-18
44 years (daily smokers who wanted to quit during the next 6 months) with medium to high
Internet usage and a low semi@nomic skew.

e Cancer Institute NSW staff and member€ahQuiteference group conducted usgbili
testing préaunch.

Pre-Campaign Evaluation of Draft Materials
None conducted.

Campaign Description
In May 2007, the Cancer Institute NSW launched the 13QUIT website. The content of the website
was based on the Quit Kit, providing information ostifygs to quitting.

A 2008 review of existing international quit smoking websites suggested that there was a shift towards
more interactive and tailored support. The static, purely informational design of the 13QUIT website
was out of date and not in gargy with online trends, particularly with the growth of web 2.0.

Key stages in the development of the website:

Stage 1: Define the project
Stage 2: Develop site structure
Stage 3: Design visual interface
Stage 4: Build and intety

Stage 5: Launch and beyond



A website strategy was developed after conducting formative research with users in Stage 1. It
represe@dt he over |l ap wher e user swuldbesatisfisd: and busi ne:

e Build a relationship with usénatinspires and motivates them into the action of stopping
smoking by providing them with the information and tools to personalize their quit journeys and
to interact and connect with likended users.

e Acknowledg¢hatu ser sd needs may be dsdfduitingenicdtinedependi
dependence levels and motivation to quit for good. They may have different support preferences,
from quitting unassisted tiging products. The site would nigedeepen usengagement by
educating, guiding, and inspiring the user to create a personal quit environment conducive to
success.

The websitavas designed tevolve around three core elements:
1. General informatianinform and educate smokers and/or be a source ofriafmn for
health professionals. General content may include information on NRT, strategies to cope
with cravings, benefits of quitting, etc.

iCanQuit N T

T e e
Quit guide > Methods to quit

Quit guide Home >

Methods to quit -

Y Methods to quit

Getting started

Staying quit

2. Personalcontentandtodl$ hi s i s the 6My Journey® sectior
tailoredcontent thais relevant toegisteredi s e r s.0Thisiignehd ®rm of tracking
tools so that users can track their progezssnumber of cigarettamoney savedy in the
form of publishingcontent that corresponds to their prdiilg, selected methag)(to quit,
reason(s) to quit)
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My Journey Hello Katie

Preparing o quit M Counting down to quit My profile ™

Mathods to Quit November 2010

Wilpowst 32 ays untilyour  ° Changs mage »
quit date
i : il
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o s juit Set
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3. Communal networkilgT hi s i s t hxep etr S teonrcieessivelasitedatpellso n o f
on the support of a community of quitters to share their stories, inspire and emphasize that
they are not alone in th@urneys to quit.

iCanQuit

Al

Hints and tips -

imunity members any tips, stories

R

found out | have the bood re:
with i that makes
going 1o make it 1o

Read the ful story »
Share your story
I

Process Evaluation

TheiCanQuitvebsitevasevaluated through the collection of user statistics. The user statéstics
collected through server logs managed lyaheetnstitute. When a user registias part of the

6My Jour neyd f un cwadcalattedohn age (iear ofvbieth), génder lpcatobra t a
(postcode), smoking status, average cigarettes smoked per day and nicotine dependence. In addition,
informationwas collected on reasons foiitting and methods used to quit. General website usage
statisticsvere also collected through Google Analytics.

For the firsfour monthsafter the website launched (December 2010 through March 2011), the
followingdata were compiled:

Website statistics

- 19,447 total visitef the overall visits, 80% were from NSW visildrH8%
- 16,982 unique visits

- 1,127 average weekly total visits

- 4,862 average monthly total visits

t



User (My Journey) statistics:

896 registered users of O6My Journeyo
Most users wefemale (66%)

Over half (58%) were aged42byears

Nearly twefifths (37%) of users were from low seemonomic backgrounds

Most users were current smokers (81%)

Health, money and fithess were the top three reasons given for quitting

Cold turkeypatches and cutting down were the most common methods used to quit

Outcome Evaluation
None conducteds of publication datprogram evaluatiqgrianned for early 2012

Learnings and Insights from Campaign

1. Conducting research with potential users throughout all stages of the development process is

optmaltod el i ver an online supp.dhefclossaignmentc e t hat
betweerntheiCanQ@itp r o g desirddasr get audi e nactialsersbaybehe webs
attributed to following a useentered approaclkn addition, despite very limited resources,
campaign planners continted ol i cit feedback from the site
program and better meet their needs.

Thereis continuednteresin quit smoking information onliriEhe site continukto attract
visitsover timedespite minimal advertising (online and offldmjoingresearckvould be
valuable to determine how b@séncourage repeat visitation and continual use of website
features.

Social media has influenced how people communicate with eadthethptake of the

&tories and experiendesction demonstrat¢hat theravas adesire among smokeos

connect wh people in a similar stage of quitting. Social media can be integrated within a quit
smoking website to enable these connections.

Digital technologies and platforms are continually evebdampaign plannesiould not
get fixated on what@®nsideg dcuttingedge at a n.yCanopaign plannemseshould
not be led by technology; rathieshould simply enaltleemto achieveheirobjectives.

Sources of Additional Information
www.icanquit.com.au

Mayanne Lafontaine (Program Manager, Tobacco Control)
mayanne.lafontaine@cancerinstitute.org.au

Alecia Wales (Project Officer, Tobacco Control)
Alecia.wales@cancerinstitute.org.au
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You can quit and stay quit. We’ll show you how. Free, confidential advice, resources and support.

gl o iCanQuit
bad about -

® Set your goals and keep motivated
using the My Journey tools.

My Journey -
T
Geting stanec » | darzont i ey

= = ® Track your savings and reward
| B e —) yourself with the Savings Calculator.

4 qays unn your

e @m

' Don't let it bring you down!
Givi u;;' smobking is a hard

o. | have been smoke I
and

® Share your quitting tips and stories.

Help other smokers on their journey.
Thanks! Its really nice to share
our stories about giving up
smoking. Well, | feel heaps

ﬁ cancer /1/
NSW mshlu\\jt

it s Lot

e

2 Mo e
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o iCanQuit

.com.au
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Australia (Western Australiap 1996-present Smarter than Smokingroject

Organization
National Heart Foundation (Western Australia Division) with fuorddie Western Australian
Health Promotion Foundation, Healthway

Campaign Dates
1996present (however case study focuses primarily on 2010 campaign)

Objectives
To reduce smoking prevalence among children and teenagers in Western Austraibs(Wasj10
by increasing:
1. The proportion of young people who perceive smoking to be socially unacceptable and
undesirable (i.denormalize smoking)
2. The proportion of young people who associate smoking with negatiershartd
immediate effects (ireinforce consequenges
3. Young peopleds capacit yinctease sefifficacyst a ci gar

Target Audience(s)
10 to 15yearolds in Western Australia (since smoking uptake historically doubled during these
years)

Media Vehicles
A Television (metropolitan and regional)

A Radio (metropolitan and regional)
A Cinema (metropolitan and regional areas with a skew to leecseodmic status areas)
A

Online: MRECS (medium rectangle banners) preferred as outperformed leader boards, with links
to competitionsyebsite

Media Presence

The burst of media evaluated in this case study went to air on television, radio, cinema and online
from August 222, 2010. Cinema advertising commenced on July 1, 2010 for 4 weeks to take
advantage of the schoaolliday period.

Campaign Budget (in USD)
Overall Budget: Approximately $135, 000 AUD (approximately $140,000 USD), including scheduling
of existing media materials, some development of online materials and media agency fees.

Development Budget for diicommunications pieces/tools: Less than $20,000 AUD
(approximately $21,000 USD)

Advertising Agency or Public Relations Firm
Gatecrasher Advertising

Research Firm
Painted Dog Research

Language(s)

11



English

Target Audience Research (Formative Research)

Qualitative research is an ongoing priority for the project. Qualitative research was conducted with

the target audience in 2004 (among 92 boys and girls-2§eeaf%). Further research was

conducted in@10. Based on the findings, campaign planners chose to concept testing the following

four communication approaches:

A Shortterm effects of smokinggc o mmuni cati ng Otr i-eerdharmind tr uebod
immediate effects of smoking on relationships,djtaki® and finances.

A Shifting norms @ reinforcing the shift away from smoking as an acceptable social behavior and
its association with being, or trying to be cool.

A Addiction & focusing more on what it is like to be addicted (as opposed to whatat iekes
addicted)(Campaign planners felt thataddiction concept could act as a deterrent to trial, as
well as discouraging continuation so as to avoid the onset of addiction. As a secondary outcome,
an addiction concept could engender some young feept®urage and support those close to
them to quit).

A Disgust 8 extending the preliminary research into the efficacy of the disgust concepts already
piloted and shown to have potential with this target group. (Campaign planners felt that a disgust
concet could operate primarily on preventing trial, with some positivet fal preventing
continuation and encouraging cessation by challenging the desirability and social acceptability of
smoking behavior).

In terms of execution, qualitative researggested that new media materials should:

A Be fast moving, attention grabbing, visually engaging and quirky

A Be cautious, in terms of not trying too hard to appeal to teenagers, but rather, just depicting
what matters to them

A Reinvent scenarios and settiogegenerate attention and impact.

Not | ecture young people, bearing in mind t

A Be inclusive of priority groups, especially Aboriginal and low socioeconomic status groups.
and/or scenarios portrayed.

A Avoiduse of the term 6cool & (the Ilink between
young people, as this is a complex area and

A Be contemporary (in terms of words, clothes, actors)

>

The involvement of young peejh creative development, concept and execution testing was
essential, and tidnarter than Smokiogth Management Committee was involved in the
development process.

Pre-Campaign Evaluation of Draft Materials
Prior to production, concepts for ad\gdng materials were tested with the target group in 2008 by an
external research agenBgsed on the research findings, it was determined that media materials
would:

A Reinforce the negative, short term and immediate effects of smoking

A Challenge the point smoking

A Reinforce that smoking is not the &édnor md

Campaign Description

12



TheSmarter than Smd8i&) Project is a comprehensive, 4stuitiegy intervention that aims to

reduce smoking prevalence amon@ol0&yearolds in Western Australia (WA) by preventing the

uptake of smoking rather than focusing on smoking cessation. The Project@&s @ustrab nl y o ngo
comprehensive youth smoking prevention initiative.

The Project draws on the expertise of an Executive Committee and an Advisory Group comprised of
representatives from leading health agencies and groups working in the area of toblaoco con
Western Australia.

Strategies are basedtaProjecd evaluations and consideration of best practice evidence and
research. The Project is committed to regular and ongoing evaluation of campaign strategies,
messages and resources and qualitative research with young people, to continue to communicate
currentand relevant messages that resonate with the target group.

STSimplements a range of yotitltused, youtbrientated strategies to communicate key messages

to young people. Key Project strategies include:

A mass media (TV, radio, cinema, online)

A school ducation resources/programs and school grants to implement smoking prevention
activities

A sponsorship of sport, arts and racing organizations/events to ensurfresnaeues for

youth and promote the STS message through signage, clothing, publicraenuveebal

acknowledgement, merchandise, competitions, etc.

provision of publications and merchandise to students, parents, schools

a dedicated youth web sitww.OxyGen.org.au

ongoing research and annual eviaiu

advocacy to reduce tobacco promotion and the availability and affordability of tobacco products

for young people

> > > >

Mass media advertising is the main strategy implemente8 bgRhgject. Two media bursts were
typically scheduled each year in@cherm 1 (March/April) and school Term 3 (July/August).

The mostrecent20@80 10 campaign, O6Burnt/ Mi ss Whuatt3,s ctohnem!
point in smoking, when all it doesas costryout er ms of t he:

A Shortterm health effects of smokifegg., hindering fitness to play football)

A Social consequences and social acceptability (e.g., missing out on events, not being able to go to
fun places)

A Affordability/waste of money (e.g., not being able to buy clothes)

Activities from the most recemiedia campaign that ran in Term 3 2010 (July/August) are outlined

below:

Television advertising:622 August (3 weeks)

A suite of three existing 15 second 6Burnt/ Mis
regional stations.

Cinema advertisind: Julyd8 August (6 weeks)

Cinema advertising was scheduled earlier than the main campaign to take advantage of the school
holiday period when more young people would be attending the cinema. The advertisements
followed two films likely to be popular amgahe target audiendené Twilight Saga: EelifsEhe

13
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Karate KidThe 1&econd TV ads were screened at 21 selected metropolitan and regional cinemas
with a focus on low socioeconomic and regional areas.

Radio advertising: -22 August (3 weeks)

Existing3& econd radi o advertisements were schedul ec
metropolitan area. Al paid activi t-30pmwhéh spot s
the target group was most likely to be listening tadiee The station offered 100% bonus

bookings that were run of station but only 26%
stations included a total of 10 paid spots and 6 bonus spots per week on all regional stations.
Placement of ads drive and afternoon were during Hit Music Programs asetdfd no charge

sponsorships were also.

92. 9Fm Radi o 6CIlick nd2WAugudt2@e(Llweely Competi ti on:
An on line competition on the 92.9 websftered young listeners the oppaity to win double

passes to temoke Free Perth RoyabSHowe st at e Gfee dvantt Qwershe wesekod thee
competition, 92.9FM offered 25 recorded promotional spots on the station.

Student Edge Engagement Activiy22 JAugust (3 weeks)
STScol |l aborated with Student Edge (Western Aust
000 WA members) to reach the Projectds target

e Ten school visits were conducted by Student Edge, coimgttingedia campaign; Student
Edge targeted schools in low socioeconomic areas and those most likely to have significant
Aboriginal student populations.

0 Class visits conducted at nine schiosfgent up to 50 minutes discussing smoking
and showed Critics Gle 2010 DVD of animoking ads voted on by students.

0 STSsignage erected, teachers rec&iV&tksources and selected students were
givenSTSmerchandise including caps and shirts signed by Aboriginal sports stars;
David Wirrpanda and Josie Janz.

e The Student Edge team attended Country Week (sffodirsgd annual event) and
promotedSmarter than Smakirgugh signage, public announcements and the distribution
of merchandise to raise awareneS3 8&nd promote th OxyGen website to young people.

e A moderated blog was featured on the 6Your
www.studentedge.com.au The theme for the 6Your Sayd (¢
as wasn influence on young people to start smoking.

e An article promoting the above blog and associated competition was sent out to subscribers
of the Student Edgerews.

e An onsite medium rectangle (MREC) banner advertisement was created and digmayed on
Student Edge website and linked to the Smoke Free Royal Show competition.

e A second Student Edg@mews item promoting the Smoke Free Perth Royal Show
competition was sent to subscribers.

Online Activity:1-22 August 2010 (3 weeks)

e A medium rectangle (MREC) b €licktewn passestowthes dev
Smoke Fr ee .HFkerMREC waDpjaecet onSariauswiebsites. All placements
were locatioftargeted to WA only or Perth me#iod had frequency caps where possible to
ensure that the maximum number of individuals was reached.

e Based on the success of previous NineMSN Messenger Text Link activity, four text links
were developed for Windows Live messenger that publicized tlaaCUi¢kN
competition. The text links appeared at the base of chat windows on Windows Live
Messenger and were served to 13-jeed#ld users in WA only.

14
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Process Evaluation
Television:

e Total tarps achieved for the campaign were 494 versus 472 midrovedadl buy delivered
planned versus achieved within the 10% allowance.

e | tds estimated that the campaign reached 66
target group viewed the TVCOs an average of

e Overalln e t spend was valued at $50, 745 across t
negotiated added value and the stationso fi
added value of 16.1%.

Cinema:
e For the four week period, the total adioiss figure relating to tBenarter than Smoking
schedule was approximately 276, 405 including adults and youth.

e Overall net spend was $14,720 (128 screenings), however the cinema activity achieved was
valued at $65, 880 as it included 116 screenthgsadfvertisement at no cost.

Radio:
e 100% bonus placements, but only 26% during ideal time period
e Overall net spend was $12, 360, however estimated total value was $37, 830

60Click n Wind Radio Contest:
e Over 2,500 entries were received.
e The online form encouraged entrants to tick a box to receive more information in regard to
young people and smoking from #1eSProject via email. Over 300 entrants opted to
receive more information fra®T Sand their details were recorded for future use by the
Project.

Student Edge Engagement Activity:

0 Over 790 students exposedsiiSmessages in 10 schools

o0 Approximately 3,000 regional secondary students reached during Country Week
Over 170 comments receivedesponse to a moderated blog
The first enewsletter reached over 95,000 recipients, and the second reached over 160,000
recipients.
The banner ad achieved a click through rate (CTR) of 0.40% CTR (compared to the industry
average of 0.05% CTR).
Over 1800 entries were received for the competition, and of these entries, 904 chose to be a
part of theSTSdatabase by opting in to receive more information from the Project (typical
conversion would be less than 30%)

Online Activity:
0 The campaign had an eladl average click through rate of 0.25%.
0 The Student Edge MREC banner had the highest click tmedeglthe campaign at 0.4%
0 The Messenger text links achieved the higinedtexf clicks at 2,794 (0.31% CTR, on
average for the four different linkg/ssages).

Outcome Evaluation
Evaluation was conducted after the O6Burnt/ Miss
982 students from 21 schools participated in thadseihistered schebased survey. Results
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included that nosmokingwvas continuing to become more prevalent amotig y2ar olds, with
84% claiming to have never smoked in their Bfgignificant rise from 2007 (73%) and from the
1996 benchmark survey (40%).

The 6Burnt/ Miss Outd 20 1wlofcarecpmessgge takeeuwtand ded t h
internalizati on. Spontaneous awareness of the
OQut 6 campaign was t he 8i&sith a 8dorftanaous dwarenessanegx afi g n
7.29 (spontaneous awasnby TARPS achieved). Prompted awareness remained extremely high at
84%. .

The key message of o6Burnt/ Missing Outd was con
The consequences of O0Burnt/ Mi ssi pagicudrlythit r emai n
smoking takes over your | ife/laffects it/ ruins
everything.

In relation to prompted message talke the top three messages communicated most strongly by the
ads were: smoking affeptsir fitness (95%), smoking is a waste of money (96%) and smoking is bad
for your health (96%).

The proportion of youdgfipeiopélyi wdn Girereasaigk € hiam
to its highest level since Bi€SProject began.

In 2010, 94% ofthe 220 16yearo | ds surveyed said they woul dnot
87% said they wouldnét smoke at all, ever (sig

The health and cosmetic consequences of smoking were wellceimgitaénarget audience. There
continued to be extremely high levels of agreement (98% or above) with attitudinal statements such as
osmoking is bad for your health, 6 o0cigarettes

Learnings and Insights from Canpaign

1. Results from thEmarter than SmdRipgect suggest that a comprehensive, integrated, carefully
designed, adequately funded, sustained program can make a positive difference to smoking
prevalenceln WA, a decline in adult smoking prevalencermitdr@mental changes such as
legislation, public policy and tobacco advertising bans undoubtedly contributed to the decline in
smoking among young people, however the fact that Western Australia had the lowest youth
smoking prevalence in Australia follgvilre campaign suggested 8¥made a positive
contributionto thisdeclinds a further indication of its ef:
the most efficient advertising campaigisfitsto date, an@TScontinued to see positive shifts
in youth ditudes, intentions and behasitoward smoking.

2. Audi ence response to the Term 3 2010 oBurnt/ 1
However, the program planned to continue conducting regular quedietiveh to ensure the
media materials and strategies Okeempgrmmced wi
planners felt tha&8TSneeded to evolve to always reflect current attitudes which would resonate
strongly with the target audiencenefv campaign, had been implemented every three years,
informed by qualitative research and-gastpaign evaluation results, and within eachytmee
campaign flexibility existed to modify and introduce new strategies. While the focus of impact
evaluatio had been the mass media campaign, qualitative and process evaluations were based
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aroundd he programds compr ehen sSTSwas itsirttegrationeof y mi
mass media, online, advocacy, schools programs and other strategies.

Sourcesof Additional Information
www.smarterthansmoking.org.au

Youth smoking prevention websitew.OxyGen.org.au

Trevor Shilton, Director, Cardiovascular Health.
Trevor.Shilton@heartfoundation.org.au

- Windows Internet Explorer = ll

SIS [ http:ffewms.smarterthansmoking.org.auf =] 42| x | sooge 2]
File Edt View Favorites Tools Help
W @ rome || BB R e e
4 Wﬁ?ﬂm Home About Us Campaigns Resources Grants and Sponsorship Useful Links Contact Details
an smoking js Ggosi]
smart moves oS 5
Check out OxyGen for
more information about
smoking and fun stuff -
Smarter than Smoking
This site is for people working in schools, communities and Events & Latest News
other youth settings who would like information and resources to e
help preventyoung people in Western Australia (#&) from Friday;8 Apci 2011
ctarihgioshone Smarter than Smoking Young Directors
Fostiral 2014 EEsssEEEsssEEn
Smarter than Smoking and the South OROEAFHEE COPY EORYOUR 3CHOA
The information and resources have been provided by Smarter i s Pl T Ao,
than Smoking, a projectwhich aims to prevent the uptake of
'smoking among 10 to 15-year-olds in WA, The project is funded Friday, 8 April 2011 SUBSCRIBE TO OUR E-NEWS
by Healthway and implemented by the Heart Foundation. Critics' Choice 2011 - REGISTRATIONS
OPEN!
AImost 8,000 young people in W smoke regularly.Ifthey The Ctics olce ¥ a s TroTatys
continue to smoke, 1 in 2 wil eventually die due to their smoking, smoking prevention resource for upper.
Supportto prevent young people from starting to smoke, and Friday, 8 April 2011 =
encouraging those who smoke to stop, is vital Wational Yok Week 3614 - 0wl
Set to be Australia's biggest youth evert with
events taking place all...
View all »
S a AT *100% ~
: 1 7 S

Smoking is pointless.
All it does is cost you.

17


http://www.smarterthansmoking.org.au/
http://www.oxygen.org.au/
mailto:Trevor.Shilton@heartfoundation.org.au

Canada (British Columbiafi 20092010QuitNow & WIN Campaign

Organization
British Columbia Lung Association, supported by grant funding from the Ministry of Health and
prizes supported by McNeill Consumer Healthcare

Campaign Dates
November 2008 February 2010

Objectives

Primary: To actively engage smokers to participate ini@liNow & WIN2010 Contest

Secondary: To provide a mechanism for smokers to further engage with each other on Facebook and
Twitter (facebook.com/dqunowbc; twitter.com/quitnowbc)

Target Audience(s)
Individuals over 19 years old who had smoked for at least one year prior to the start of the contest or
who had quit as of May 1, 2009

Media Vehicles

Provincial television; targeted print media; Internet banner and sidebar adsppré@sénedia

home page; Internet social media (Facebook page, Twitter page, YouTube page, blogger outreach
stakehol dersd home pages

Campaign Budget (in USD)
Not available

Advertising Agency or Public Relations Firm
Muze Creative (using advertisstmereated 2008/2009)
Campaign planners worked directly with a TV station to purchase the media placements

Research Firms
Context Limited; Muze Creative; 6S Marketing

Language(s)
English

Target Audience Research

The initialQuitNow & WINcampaign was developed in 2088with informal focus group testing.
Campaign planners developed prizing based on research aboutlrassativampaigns. Following

the 200809 initiative, they developed a more robust campaign fet®@8068 expandede ways

that they reached the target audience. They reduced the size of the grand prize value from
approximately $9,666 USD to $4,833 USD and increased the number of prizes based on feedback
from the 20089 registrants. In 2008 only geographicabigsed prizes were awarded; in-2009
agebased prizes were awarded as well. Program planners developed 5,000 QuitKits and distributed
them through more than 70 pharmacies across British Columbia where registrants could pick them

up.

Pre-Campaign Evduation of Draft Materials:
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Informal focus groups were conducted, during which smokers in the Greatey Biitisinia
Columbiaarea were asked to review the draft materials for th@@68paignRe s pondent s 0
feedback indicated that they apprecitedssage that was positive, upbeat and inspiring.

Campaign Description

The promotional period for the 2609 contest ran from November 20, 2009 through January 4,

2010. Registration was available online, by fax, telephone, or mail, with thefmegjisttations

occurring online (approximately 96% of registrants). The promotion required registrants to have an
email address to participate, and campaign staff would create email accounts for those who did not
have one if necessary.

Registrants musafe quit on or after May 1, 2009 and remained telbaedoom January 5, 2010

through February 3, 2010 (contest period) to be eligible for prizes. Early bird registration prizes were
awarded for registering before fdetember, 2009. Referral prizesvgiven to those whose
referrals resulted in other peoplebds registrat

The grand prize winner received a cruise for two to Alaska plus $2,500 CAD (approximately $2,400
USD) cash, for a total value of $5,000 CAD (approximately $4,833 USD)om additler value

prizes were awarded by regions, in five age categories, for support buddies, for referrals and for early
bird registrations. The grand prize, regional prize, acategery winners confirmed theirnon

smoking status verbally and viaaiand carbon monoxide testing. All winners were selected at

random and were able to select their gift cards from a list of businesses.

The campaign used digital elements in a number of ways. First, digital media was used to advertise the
campaign (thrggh online promotion of the campaign). Second, the target audience was engaged
through social media to promote the campaign. Finally, a campaign website was developed, which
enabled people to register with the campaign online.

Process Evaluation:
Key statistics were monitored throughout the contest using Google Analytics, including:
- Conversion rate: campaign staff tracked which online advertising mechanism was the
most efficient at converting into registrations. Facebook proved the most effective.
- Canpaign staff adjusted online promotion of the campaign as a result of tracking
conversion rates.
Feedback from contestants was monitored and replied to on Facebook, Twitter and email
Contest team members participated in a debriefing exercise:
e Teams that iMlpmented the campaign had a-fadace debrief and developed a
0l essons | earnedd document to inform futu
concluded that engagement through social media needed to increase following the
campaign period.
Data about articipants was collected @iait Now & Wirtontest intake forms:

Outcome Evaluation

A webbased follovwup survey was conducted between five and eight weeks after the contest ended
(March 930 2010). Contest participants were emailed a linkstovbg by an independent

evaluator.
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At follow-up, two thirds (68.7%) Quit Now & WINparticipants who completed the evaluation

reported that they had not smoked in the previous seven days, almost three quarters (73.7%) reported
that they had remainedakafree throughout the contest duration, and six out of ten (60.6%) had

been quit and remained quit since the contest start. These quit rates are significantly higher than
those reported in 2009 for seven day (49.6%) and contest duration (53.9% skgltlgribwer

than the percentage who claimed to have not smoked since the contest start (64.1%).

Learnings and Insights from Campaign

1. More than 1% of total smokers over age 19 in British Columbia reqistered for204 2009
QuitNow & WINContest ath conversions to quitting services increased signifiddotly than
5,700 smokers registered for the contest, velsifér the 20089 contest. While there was a
reduction in the number who registered, there was a 20% increase in conv@riidos/tby
Phoneegistration and a 61% increase in conversighstidow Onlimegistration during the
contest period (versus the previous year). Both of these services were also run by the British
Columbia Lung Association. Increases in registratithesQaitNovby Phone an@®nline
services were desirable as they ensured thagrimnguitting support would be provided to
smokers after the competition ended.

2. Many people who had not heard of the two services previously were reached b¥@he 2009
campaign.The posicontest survey revealed that 54% of survey respondents had not heard of
QuitNow Onlipeior to the contest and 63% had not hea@wiNow by Rieprior to the
contest.

3. The greatest lesson from the 200QuitNow & WINContest was the value of using social
media for both promotion of the contest and support for contestants trying to quit smoking
Facebook was heavily used by registrants. Rrsigifd continued to use it as a new way to
connect to smokers trying to quit over tinhdore than 400 people became members of
Facebook and liked the Facebook page publicized by the campaign (quitnowbc). Campaign staff
concluded that it was a postivay to engage clients as they sought ways to help them quit.

Postscript:
Campaign staff cited a number of lessons learned from thHEL2&HApaign (the third year of the
promaotion) which may be of interest, despite falling outside the case swdyeraydl.

1. The funnel rate was improved by providing greater online guidance during the registration
processThe funnel rate was measured through Goog
through the registration process. The tracking inl20ih@icated that approximately eth&d
of people did not complete the full registration for the campaign. As a result of this information,
campaign staff added in a agpbox that would show up during the registration process to
remind people of all the imfpation they needed to register.

2. The social media interventions were deemed more effective when managed fukonaiiy.
lessons learned from the 2Q@3campaign, in 201Q, campaign staff decided not to contract
out the planning and implemerdatof the social media strategy for the campaign. They
determined that the BC Lung Association neede
successful. So, in 21D they hired a student staffer to manage the social media, including
driving taffic to the Facebook page, engaging bloggers, and posting comments on the campaign
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website. Blogger outreach was judged as successful by campaign staff, as it drew in and engaged
nontraditional audiences.

3. Social media was able to enhance pthgrams, not only the quitting conté&bcial media was
originally used specifically for @@tNow & WINcontest, but after that positive experience, its
use was broadened to all of GhétNovBC services.

Sources of Additional Information:
WWW.guitnow.ca

Jack Boomer, Direct@uitNovwservices
jackboomer@shaw.ca

Publicity for 2008 Campaign:

Quit Smoking
& be a Winner!

quithnow@

T-#FPF-AER-ZENR

Publicity for 2009 Campaign:

Qlt Smokmg

and be'a wmner

3
>

To register, click or call q u Itn OW @

1-877-455-2233

For more information, text ‘quitnow’ to 82442

£ | ANowBCaa MNelD  manchrone Assorumon

Publicity for 2010 Campaign:
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3

QUIT ﬁoyp & Q{n‘k

Enter at QuitNow.ca or 1-877-455-2233

qUItnow® Lo MVl

1-mPr-dsg-338a
BRITISH

THE:F LUNG AssocTanion  COLUMBLA
Hiatish Cobintha Tac Bou Flace nn Exth
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Canada (Ontario)d 20082009Campaign for a Smokéeree Ride

Organization
Ontario Lung Association

Campaign Dates
November 2008 March 2009

Objectives
The overall goal of ti@ampaign for a SArekeRideastor e duce chi | dr enhdrs expos
smoke in motor vehicles. The specific campaign objectives were to:

e Increase awareness of the stalme-enacted legislation that prohibited smoking in motor
vehicles with children in them (through health protectssages, not enforcement).
e Decrease smoking in vehicles where children
exposure to secoiichnd smoke).
e Encourage health care providers to be more proactive with patients in addressing the dangers
of secondhand srke for children.
e Encourage smokers to refrain from smoking in motor vehicles around children under 16
years old.
The Campaign, funded by the Government of Ontario, was to focus on health protection messages
and not proactively address the legislatioa enibrcement.

Target Audience(s)

Primary: female smokers with children under the age of 16 and whohawva,use of, a motor vehicle.
Secondary:

--Health care providers

--Male smokers with children under the age of 16 and who own, or hava oseafyehicle

Media Vehicles/Channels
Radio, print, waiting room and hospital brochures, video (paid placements), mall displays, community
events, direct mail, Internet (web buttons and Web site)

Media Presence
See Process Evaluation sectioe$timated reach of each media vehicle.

Campaign Budget (in USD)
Overall Budget: Unavailable
Development Budget for Digital Communications Tools/Elements: Unavailable

Advertising Agency or Public Relations Firm
Edelman Public Relations

Research Firm
Target audience research/insights coordinated through Edelman Public Relations. Process and
outcome evaluation conducted by the Alder Group.

Language(s)
English and French (some, but not all, elements were translated to French)
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Target Audience Resegch

This primary audience was chosen based on a number of key insights gleaned from focus groups and
other research, as well as inherent beh#vadrsuggested a higher likelihood of positive behavior

change

e Mothers love their children and make nuoeeobhoices to protect them

e Not smoking in a vehicle with a child connects to protective behaviors parents already
undertake, such as placing a child in a car seat, using a seatbelt, wearing a bike helmet

e Women tend to be lighter smokers and more risksadver
e Women make health care decisions for the family

e Mothers more often drive children to school, daycare, sporting events, appointments, etc.

The Campaign also recognized health care providers as key influencers (based on Agency data) and, as
suchjdentified them as a secondary audience, with the aim to encourage them to be more proactive

in communicating the dangers of c¢childrends SHS
tools to do so. Materials were also developed for fatheilsli@icless than 16 years old, as an

additional secondary audience.

Pre-Campaign Evaluation of Draft Materials

Due to timing and funding constraints, the draft campaign creative was not tested, however messages
were tested during focus groups with thetargdience. Various messages were tested, and the
0Thanks Momé concept was received the most pos
message would motivate them to not smoke nor allow smoking in their cars.

Campaign Description
The campaigriunded by the Government of Ontario, sought to influence parents not to smoke in
cars and build support for legislation prohibiting smoking in cars where children are present.

Process Evaluation

As one key process measure, the campaign staff méssestintated reach of the various media
vehicles:See chart on following page.
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Estimated Reach of Media Vehicles

Activity Detail
141,287
A L (included 210
An aro .uni Existing Platforms and Networks visitors generatin
ssociation Assets more than 11,00
page views o
website)
Community Partner Incl. known TCAN/PHU activities, community
Engagement partners and asthma mailing response fulfillment 28,063,524
Paid advertising Paid Radio 17,948,10(
Paid Print 12.981.45;
Waiting Room and Hospital print distribution 7,321,42(
Paid Video 6,751,42(
Estimatedeach achieved from bonus media 6,749,264
placements*
Earned Media Ongoing media relations 16,034,85!
Community Events Mall Displays 3.308
Community/Special Events 95,816
TOTAL CAMPAIGN REACH 96,090,46¢

In addition, a quantitative survey of parents was conducted by the Alder Group to determine
exposure to the campaign as well as changes in attituokeissanms. The survey found that 86%
of parents surveyed reported being exposed to the Campaign.

Outcome Evaluation
Outcome measures from the survey mentioned above included the following:
e Smoking in cars with children is illegald w
it was not a featured Campaign message. This was attributediteeerttia coverage, as
well as to activities of partners.
e Among parents who recalled the Campaign, 61% reported that the ads grabbed their attention
6quite a bitdéd or o6évery much,d while 53% feldt

~

withch | dren. ©
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e Those who recalled the Campaign were in significantly greater disagreement with the statement
6Smoking in cars with children wondt harm ch
wi ndows opend than those wobaos withiwiddowstopenwas al | ¢
addressed in one radio ad).

e Those who recalled the Campaign messages were significantly less likely to report smoking in
cars with children.

Learnings and Insights from Campaign

1. Digital media were used effectively to eaisgeness of the upcoming implementation of a
smokefree law and to build compliance with the [Hue website was able to share mere in
depth content than the TV and radio ads could, helping to more fully educate people about the
law and help build theiupport in complying with the law.

2. The digital mediavébsite and web buttons) worked together with traditional media to provide a
pervasive presence of the campaign messssydting in high recall of the campaign among the
target audience. A full)8f parents in a pesampaign survey were aware of the campaign,
and based on past experience, this level would likely not have been achieved through traditional
media alone.

Sources of Additional Information
http://www.smokefreeride.ca/

Sherry Zarins
4168649911 ext. 267
szarins@on.lung.ca

v smokefreeride.caf vIBco ks >

= ONTAR[O - /

SMOKE qRIDE THANX MOM

= SMOKE-FREE RIDE o

Home Ontario’s Campaign for a Smoke-Free Ride

Ifyou're a parentwho smokes, you know it can be
hard to resist lighting up in the car. But it exposes
your kids to the risk of serious childhood illnesses.
Even on shortfrips. Even with the windows rolled
down.

Your Child's Health

Tips for a Smoke-free Ride
Thinking of Quitting? By visiting this website, you are taking an important
first step in finding out whatyou need to knowto

FAQs & Quick Facts protect your children's health.

Campaign for a Smoke-free Ride is designed to give parents who smoke the infarmation
and support they need to give their kids a healthy, smoke-free ride. It may not be easy.
But they'l thank you for it

The campaign is brought to you by the Ontario Lung Association with support from the
Government of Ontario

The Lung Association is among Canada's longest standing, most respected notfor-profit

health promotion organizations, and a leader in the prevention and control of chronic lung

disease, asthma, tobacco cessation and prevention, as well as air quality and its effects

on lung health. The Lung Assaciation has invested more than $27 million into lung health

research carried outin this province v
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THANX DAD

@ SMOKE-FREE RIDE e»

Protect your kids by not
smoking in the car.

They’ll thank you for it.

Campaign for a Smoke-free Ride is designed to give
parents across Ontario the information and support they
need to stay amoke-fres when their kids are in the car.

For tips and information call 1 -538-344-LUNG (5664)
or visit smokafreeride.ca

w*umm- Poaio  SUOREFREERIDE

= ONTARIO =N

THANX MOM

e SMOKE-FREE RIDE e»
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Canada (Ontario)d 20107he Driven to Quit ChallengeCampaign

Organization
Canadian Cancer Society, Ontandsion

Campaign Dates

January 4, 204pril 19, 2010

(Quitting period was full month of March; promotion was done before and during; prizes were
awarded after)

Objectives
1) Encourage adult Ontarian smokers to make a quit attempt
U Register forheDriven to Quit Challenge

2) Provide support for participants
0 Integrates mo k e r safidSHe k g Ir is B e idte Th@livemteQuiOChallengee
and elevate awareness of other cessation supports

Target Audience(s)
Primary: Ontario daily and occasitmiadcco users aged 19+
Secondary: Friends/Family of target audience, health care professionals, media

Media Vehicles
The Driven to Quit Challeagyaccompanied by a robust promotional plan that encompassed
many media:
Non-digitalvehicles included:
o Paid advertising in television, radio, the Internet, and stores
e Earned media via videadll, media releases, advertorials, PSA and two local celebrity
spokespeople (host of Entertainment Television Canada and global TV host)
e Events such as 7 launchessgthe province and a provincial prize presentation
e Other promotional tactics, such as posters, work with healthcare professionals, guerilla
marketing, prize vendor crgg®motion and pharmacy promotion
e Partner integration through Public Health Unitd\NB@s
Digitalvehicles included
e Paid advertising campaign, using Search Engine Marketing, Online ads, Facebook ads
and Subscriberraails
e Social media, including Facebook, Twitter, YouTube
e Website

Media Presence
See Process Evaluation section.

Campaign Budget (in USD)
Overall Budget: Not available

Development Budget for communicasigieces/tools: Not available

Advertising Agency or Public Relations Firm
Creatived Armstrong Partnership
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Media Buy and WeébOK&D Marketing
Search Engine Marketid@aggi Media
PRd Media Profile

Research Firm
The Alder Group (formal evaluation)
Ontario Tobacco Research Unit (consultant)

Language(s)
English, French

Target Audience Research
Secondary research was used to determine logitiaviors of target audience, such as the
following basic information:
0 17% of Ontarians are current tobacco users (Canadian Tobacco Use Monitoring Survey
2008)
0 48% of target audience spends 2+ hours daily online (OK&D Marketing data)
0 Online activitiesfaudience range (OK&D Marketing Data)

Pre-Campaign Evaluation of Draft Materials
No focus group testing or market research was conducted.

Campaign Description

In 2010, the Canadian Cancer Society, Ontario Division, tironghk e r sHostddehée pl i ne
fifth annuaDriven to Quit Challesmgeovincial health promotion campaign which encourages
adult tobacco users to make a quit attempt for the month of March. The pufheBsioén to

Quit Challengas to encourage Ontario adult sn®kead tobacco users to quit smoking or quit
using tobacco for an uninterrupted period (one mdviirch 2010) with the help of a support
buddy, and, if desired, tBemo k e r saddS e k e Ir is © e ,l glitlimd anchoalinelOn | i n e
program offering syort, advice and information about quitting smoking and tobacco use,
funded by the Ministry of Health Promotion and Sport

TheDriven to Quit Challarageopen to individuals who met the following criteria:

e 19 years of age or older

e acurrent tobacasser who smoked for at least one year (cigarettes, cigars, pipes, SNUS,
chewing tobacco) prior to January 1, 2010

e an Ontario resident

e quit on or after January 1, 2010

e signed up with a support buddy (required to be an Ontario resident over the age of 19)

At the completion of the campaign period, all eligible entrants were entered into a draw for a new
car (grand prize), one of two $5,000 vacation getaways and one of seven regional prizes, a $2,000
gift card. An early bird prize, a $1,000 gift card, wadfaleal for the first time in 2010 for

anyone who registered during the month of January. Support buddies of winners also received a
$200 MasterCard gift card in recognition of the tremendous support they provided throughout

The ChallenBetential winrie who met the eligibility requirements and remained tdbaeco

(confirmed by both the winner and the buddy) underwent a urine test for confirmation of
tobaccefree status.
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Process Evaluation
Non-digital paid campaign elements (in market Jah 229 to February 28, 2010):
e A o0doll ar for dollardé value was achieved
the paid media buy
PSAs, produced by Global Television featuring personality Susan Hay, ran with delivery
in news properties and prime timegramming
e Television campaign: estimated adult Ontario audience: 47,083,800
e Print advertorials: total combined readership: 653,700
e Radio campaign: 10,109 gross rating points (GRPs) achieved
e Chill/The Beer Store program2 million magazine read8&),000 online impressions,
200 stores featuring point of sale display

¢ Intotal, the paid media campaign generated over 159,000/@88ions

Non-digital earned media components (January 4, 2010 to April 19, 2010):
e 67 radio interviews and mentions §83acrease over 2009).
e 36 television news stories (112% increase over 2009).
e 302 print articles (51% increase over 2009).
e 120 Internet mentions.

Digital campaign components (January 4, 2010 to April 19, 2010):
o All sites getargeted to Ontario and momnigd weekly for performance deliveries
e Total adult Ontario impressions for online campaign: 158,451,543
e Drove web users toww.driventoquibrceegistration
e Click Thruds to campaign site from paid d

Summary of Online Placements iachber of ImpressionsSee following page.

30



ACTUAL

Positioning Target January February EST IMP IMP OPENS CLICK CTR%
| 28 4]11]18|25] 1] 8]15[22] |
ALL ONLINE GEO-TARGETED TO ONTARIO
The Weather Network Big Box City Pages A19+ 1 525,000 525,103 710 0.135%
Local Forecast
Contest Canada Banner/Newsletter Home Page A19+ | | n/a 163,980 424 0.259%
Facebook.com Facebook Ad Ontario A19+ 1 18,200,000 | 28,921,029 7.813 | 0.027%
(M19-29) |
CHILL Banner Homepage M19-29 1 100,000 150,000 508 | 0.33%%
Banner Contest Page 100,000 87,678 nia nia
Leader & Big Box e-Blasts - 160,000 119664 |[35031| 3,633 | 3.026%
Autotrader.ca Big Box ROS M19-29 100,000 154,014 48 0.031%
Canoe.ca (FR) Big Box News, Lifewise A19+ 200,000 200,551 136 0.068%
Leader and RON 225,000 225566 144 0.064%
Sky 225,000 225556 122 0.054%
Yahoo.com Various RON-DR A19+ N/& 32,727 260 8,237 | 0.025%
Sympatico Various RON A19+ 1 3,500,000 | 3,566,227 1,911 | 0.054%
Messenger 5,000,000 | 5,044,449 3,107 | 0.062%
SOV Email 110,000 113365 [18413| 734 0.647%
What's New Email 100,000 110,000 |19162| 135 | 0.123%
Nav & Contest
Module (Home Pg) 40,000,000 | 84,930,215 8,408 | 0.010%
ContestHub | 50,000 88,485 nia nfa
Globaltv.com Leader/Big Box & 110 RON A19+ 1.100,000 496,777 2,193 | 0.441%
Globalnewsontario sec pre-roll
Ottawa Citizen Big Box fLeader 200503 162 0.081%
Windsor Star Big Box fLeader 200511 183 0.091%
National Post Big Box /Leader 200510 177 0.088%

TOTALS: 69,695,000 158,451,543 0.024%

IMP = number of media impressiq&ST IMP = estimated number of impressions)
CTR = click through rate; the percentage of peomleldk through to the next p

Search engine marketing (SEM) campaign:
e 55,814 impressions
e 8,743 clicks
e 15.66% clickhru rate (33.9% in final week)

Websitewww.driventoquit.ca
e 107,210 unigue web visits during campaign period (December 14 2009 to April 19 2010)
e 69% increase in unig web visits in 2009/10 campaigh compared with 2008/09
campaign.
e 336,288 page views

Over 1,65M@riven to Quit Challésitpvers on Facebook and Twitter with positive engagement
and interaction on both platfornRarticipants helped messaging to go viral as they began their
own video and written blogs,-R&eted content, sent messaging to their network and engaged
with The Driven to Quit Chalidaifierms.

In total, 47,364,568arned media impressions wexeked relating to the 20fven to Quit
Challengampaign.

Those who registered fbhe Driven to Quit Challesrgealso provided with the opportunity to

answer a few additional questions to also be registe®etitok e r s 6 .Senlofkleir sd OnN | |
Helpline Onliregistrations reached 6,230 and showed a 102% increase compared to the same

time period in 2009.
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As part of registration, each participant was given the opportunityntécoipeing contacted by

Smo k e r sbf emdikeduripdrhie GdéHlengd=-mails were prepared®ymo k e r stiiat Hel p | i n
provided information abotihe Challengecouragement and cessation advice relevant to the

quitting process. A total of elevemail blasts were sent at key times during the quit period.
Approximately 80% of the 20DBiven to Quit Challesgjstrants (~23,070) requested to receive
supportive enails.

Outcome Evaluation
The 201®@riven to Quit Challenbived 28,835 program entrants, the highest number of
entrants ever. This represeraet®% increase in registrations over 2009.

An evaluation of the 20D0iven to Quit Challermgeconducted in March 2010 to gain insight

into registration and awarenessha# Challemgeong Ontario tobacco users and former tobacco
users. A populatiemased survey of adult Ontarian (19 years and over) smokers took place in a
similar format to the 2009 evaluation for comparative purposes. The Ontario Tobacco Research
Unit (OTRU) and the Ministry of Health Promotion were consulted in development of the
guestionnaire.

Before completing the questionnaire, potential respondents were asked a series of screening
questions in order to ensure that they qualified for the evaluation study. All participating
respondents met the following criteria:
1. 19 years of age older
2. Aresident of Ontario
3. Have used tobacco daily or almost every day and at least 100 times in hisoor her life
had participated inriven to Quit Challangequit successfully as a result of this
participation.

Eleven individuals who participated in the ZBiM@n to Quit Challemgliation were obtained
through Leger Marketingd6s online panel. I n t
(743 current tobacco users and 47 former tobacco users wjnit had result of their

participation in a priddriven to Quit Challdngeg 200€2009).

Qualified respondents completed th&&®@, online questionnaire. Key outcomes from the
evaluation included the following:
e More than ondalf (55%) of all indiduals participating in the evaluation (including past
participants iThe Challehgere aware dthe Driven to Quit Challenge
e 16% of those who were aware ofCGimallenbad subsequently registered in the
Challenge
e Onethird of respondents who meaware of he Challerrggeed that information they
had heard abolithe Challemgel influenced their decision to quit (their decision to make
an actual quit attempt).
e Though awarenessTie Driven to Quit Challemgened consistent over time, regub
enrollment significantly increased
e Among those who successfully quit as a resitieddriven to Q@itallengearticipation
was highest in 2010
e 81% of tobacco users and 92% of respondents who successfully quit as &hesult of
Challengeicated that they would recomm@&he Driven to Quit Chalieisgeneone
who wants to quit using tobacco.
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¢ Among those who had ever taken pafhia Driven to Quit Chall@igeof those who
successfully quit indicated thihe Challemges importann encouraging them to try to
quit.

e Threequarters of tobacco users who participatétlenChaller{gd%o) indicated it was
important in encouraging them to try to quit

e 46% of tobacco users awar@ bé Challemtgied about it with their friends anchig
members. Up directionally but not significantly from 39% in 2009.

Learned experiences and recommendations from previous years were incorporated and many
unique promotional initiatives were implemented, such as a strong social media presence, Search
Engine Marketing, increased public relations, outreach to diverse communities and strong internal
and external communication.

In closing, the objectivesTfie Driven to Quit Challergeachieved in 2010. Tleallenge
motivated 28,835 Ontarian tobacisers to make a pledge to quit for the month of March 2010.
From 2006 through 2010, more than 130,000 entrants registered to make a quit attempt.

While raising awareness about the dangers of tobacco use, the Canadian Cancer Society was able
to engag®ntarians in cessation servicessuhmae k er sd Hel pl i namd Smoker
community cessation programs and services.

Learnings and Insights from Campaign

1. The 201®riven to Quit Challeag®aign was successful in meeting its objectives,
benefitting from several factoiis particular, the investment of the provincial media buy; the
strong promotion efforts; and the partnerships with public health units and Canadian Cancer
Society unitgia local promotions. The Canadian Cancer Society committed to build on the
previous reach and awarene&hefDriven to QQitallengeross the province to help
Ontarians to make quit attempts. In order to accomplish the commitment, campaign staff
leveraged established relationships with the Ministry of Health Promotion and local public
health units to organize the campaign with excellent results.

2. The use of digital media helped to enhance campaigrireadrease in points of contact
with the taget audience through digital platforms in 2010 (compared to in 2009) may have
aided in increasing campaign awareness and conversions.
e 70% increase in number of unique visits to website during campaign registration
period, specifically (95,210 vs. 55,828 January 4 to February 28 of each
year; note 2009 campaign launched January 19)
e 53% increase in number of visitors to the site from Facebook during campaign
registration period (7,675 vs. 5,006 from January 4 to February 28 of each year)
e Additional 8,43 clicks to site generated by new Google AdWords campaign in
2010

3. The use of social media to engage with the target audience in a cessation campaign seemed to
help provide a supportive community for those quitfiogsistent and active engagement
on thepart of the campaign planners with social media users promoted dialogue and
empowered users to share campaign messaging with their networks.
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Post Script:

The Driven to Quit Challeagybosted by the Canadian Cancer Society again in 2011. Findings in
relation to digital media in 2010 were applied to the planning and execution of the 2011
campaign. As well, the Society continued to explore additional digital avenues:

e Mobile version obriven to Quite
0 Generated 5,455 unique visitors during campaigtragon period (January 4
to February 28, 2011)
¢ QR (Quick Response) code used on creative
0 Generated approximately 500 syphdne scans (~10% of all traffic to mobile
site)
e Text messaging (short code) campaign initiated
0 Generated 159 subscribers
e Enhanced engagement on social media channels (Facebook, Twitter, YouTube)
o0 Facebook following has increased to ~2,900 (up from approximately 1,200 at the
end of the 2010 campaign)

The 201 Driven to Quit Challettgacted 36,060 Ontario registrant§%a idcrease over the
2010 campaign.

Sources of Additional Information
www.driventoquit.ca

Krista Murray

Senior Coordinator, Canadian Cancer S&imtp k er s Hel pl i ne
Project Coordinatot,he Driven to Quialenge

(905) 38#4322 ext. 5617

kbennett@ontario.cancer.ca
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i What's on your mind?

Q Options
Angela Wall I would give anything to have "SA" (smokers anonymous)
group just like they got for A4 and Na, in my area. I conguered drugs
and alcohol using these group meetings along with & methadone program and have
been clean and free from that addiction for S years now. Can someone please say
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minutes...what do you do to overcome the urge to smoke?

| ‘Yesterday at 9:16am * Comment ' Like
&) Phil Panetta likes this,

Rob Tremblay I find it actually helps to pantomime smoking
(i.e, smoke a phantom cigarette)!
Yesterday at 9:34am * Delete * Report

Lizzy Mendonca I breathe...and try really hard to relax all
my muscles,..and tell myself I DON"T NEED IT!!! &}
Yesterday at 9:48am ' Delete ' Report

Beverley McCauley I tell myself not to feed the monster
Yesterday at 10:02am ' Delete * Report:
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one though. . .those fruit flavours don't do it for me at all,
Yesterday at 10:12am * Delete * Report

Karen Simmons-Foster I drink water through a straw, or
chew gum, minty of course!
‘Yesterday at 11:02am ' Delete ' Report

Kathy Klemarow Peel an orange and then eat it. By the time
vou're finished eating it your craving will be gone - and it's
good for you!
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Denmark 08 2004present Xhale.dkCampaign

Organization
Danish Cancer Society

Campaign Dates
From September 200fresent

Objectives
For at least 15% of participants to stop smoking one year after the intervention

Target Audience(s)
15 to 25yearolds

Media Vehicles/Channels
Website; cell phones (i.e., text messages); computers (i.e., email messages); maddaines targete
young people (i.e., ads); limited radio and television (i.e., some broadcast mentions)

Media Presence
Unknown

Campaign Budget (in USD)

Overall Budgeb00,000

Development Budget for communications pieces/tools: 350,000

Marketing budget: 150,000

Events and marketing budget from the EU campai

Advertising Agency or Public Relations Firm
None used

Research Firm
None used

Language(s)
Danish

Target Audience Research

Campaign planners began with a review of the scientific literature related to quit smoking programs
(specifically seeking which parameters are sig
combined that information with their experiences fromtaa@QuiWin competition where Internet

and text messaging were used and from a previogsnstkipg program for young people.

Pre-Campaign Evaluation of Draft Materials
None

Campaign Description

Xhaleconsists principally of a website, a databaktheasending of text messages, picture messages
and emails to users. Version 1 was used from September 2004, when the system was marketed and
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implemented, to the beginning of 2007. Based on experience and the first analysis of the system, a
new versionersion 2) was launched in the spring of 2007 and remains in use currently.

Version 1 was a less tailored computer program than Version 2, as the contents of the website and in
the text and picture messages were mainly put together based on the arshadgyisen in the
guestionnaire when they signed up, and upon the stage of the users in theesgakorgprocess

in relation to their planned quit date.

Emphasis was placed on the following learning and change goals in the system:

A De al pressyre fromtfriends and social relations

A Dealing with stress, negative feelings and

A Building up belief t hefffcacgmoking cessation i
A Developing the possibility and ability to
A

Get t i n goupttduaderstand theshealtigted consequences of smoking as being
personally relevant (motivation for smoking cessation)

In Versions 1 and 2 on thebsite there is access to the following main areas:

Why s mo k idmfgrmatiensalsoat th direat &vantages of smoking cessation

T he ¢ hami®fms, phdtograpbs; games,exercises

S mo k i n @tha nnmbériofmakezsin Denmark, specifically among young people
Smo ki ng ddactdabouttiee ddmagek Yo healthethby smoking

D e p e dfatts abouythe different forms of dependency

M8 pulttisg right common misconceptions about smoking

Qu e danswersita frequently asked questions

For and agai danbivateemcediagrany cessati on

S mond weight facts about smoking and weight, and the opportunity for personal weight
calculations

A Pr o b 16 pensonpl anljine advice

A Di s c u s &opportunity to exchange experiences and advice with likeminded people
A Y o u & couhidavn, ypesonal information, own experiences, exercises etc.; can be closed or
open to others in the form of a blog

To Do To To I o o Do Do

Two parallel systems were constructed in Version 2. The first looked partially like Version 1, with

some changes mainly in relation to the re$uhie qualitative evaluation, and the second had much

more computer tailoring. More options were built in for the user, and different answers were built

into the text messagesarmdai | s in relation to the userds mot
was put into one of the two parallel systems by means of a random system of distribution. This made

it possible to analyze the need for tailoring in relation to effectiveness.

Xhale.dbffered different types of smokiogssation support, partly via a personal and interactive
program on the website, and partly viarntedsage aneheail programs. The elements could be
combined in different ways, such as selecting which informatioelsiiagy wanted to use.

Xhaledb ecame part of the European Union campaign,
campaign ads, events in educational institutions, a kargeking party, and mentions in most news

media. In addition, municipigls and educational institutions marketed the program as their offer to
young people, and awareness of the campaign sp

Process Evaluation
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After one year online (September 2005), @3@0 Beople had signed upxbaleldto quit smoking.

In January 2006, that number rose to q@@05and by August 2008 more than 14,000 people had
registered and attempted to quit smoking with the heftalef dkapproximately 2.4% of all smokers

in the primary target group). The agerage of those signed up was 23 years old, and as many as

70% of users fell within the target group etd25yearolds. Of the remaining users, 27% were

over 26 years old, and less than 3% were younger than 15 years old. Approximately 52% of those who
registered orhale.diwere women, 48% were men.

Regarding the types of smokers who participated in the program, they were primarily heavy smokers
(66% smoked at least 15 cigarettes per day). The average consumption ar&sngetreldS

participats was 15.3 cigarettes per day, while participants 25 years and older consumed an average of
18.5 cigarettes per day. There were very few occasional smokers in the program, which makes sense
given that the program was not designed or marketing for them.

Almost three quarters of the users chose to combine the personal, interactive program on the site
with the text message and/email programs. Of those who chose to use only one element, 17.2%
selected-mail. The user percentages fombbsite onhand the text messages only were 5.5% and

4.3%, respectively. This is a general trend regardless of gender, consumption, or age. Regarding age,
the most marked deviation was in the 36+ age group, where 34.6% useaibnly e

Outcome Evaluation

A 12mont followup study was conducted in October/November 2005 with telephone interviews

of both intervention and control groups. The intervention group consisted of daily smokers aged 15

to 25 who had signed up for smoking cessatidrakg.din the period oSeptember 1 to December

1, 2004. A further requiremensiilzat they had submitted their mobile phone numbers when they

signed up. Only a few small proportion of those interested were excluded based on this because most
chose to communicate via text mgisga and of those who did not use texting, most submitted a
telephone number. The control group was selected from young people who had stated in the national
survey of young peopleds | ifestyle habits (MUL
motivated to try smoking cessation. As the collection of data for MULD took place from November
2004 to March 2005, the reporting time for MULD participants is largely identical to thepsigning

time for the selected groupxifale.disers (only a few resplemts answered MULD 2004 later than
January 1, 2005).

As an extra provisiahto ensure that both the intervention and control groups were daily smokers
one year before the telephone interviews staaletespondents had to answer whether they were

daly smokers in August 2004. A total of 134 individuals qualified as participants in the intervention
group and 192 qualified as participants in the control group. Both groups were matched on selected
variables such as age and motivation for sraméss@bn, while gender was a possible confounder
when determining a variation in effect because girls wereppesented in the MULD survey.

The effectiveness rhale.diwas measured according to two success critanianft? quit rate and
smokingcessatin attempts. Based on recommendations from a CDC/SRNT panel of experts, only
people who had not smoked f orfrtehee. d ashe o3p0l ed awhsc
smoked for periods ofldays or-80 days were counted as respondents who haditoThis

requirement for a relatively long quit period was because of the tendency of young people to vary

their smoking patterns. In some periods they do not smoke at all, while in other periods they smoke
heavily. Therefore, it was important to eimdethod that excluded periodic smokers, so that only

those who oreallyd6 quit smoking were included
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addi ti on, a conservative quit rate estimate wa
wisht o participated as current smokers in the su

With regard to the measurement of sme&@sgation attempts, the respondents were asked if they

had been smokeee for a week or more, or a month or more. As with the quit rate, smoking

cessation attenyof longer than a month were evaluated as the more realistic of the two periods.
Participants from the intervention group were asked about their experience of, and satisfaction with,
xhale.dk A logistic regression analysis was used on the interventpargl the control group in

relation to the effect variables. The results were presented as an odds ratio (OR) with 95% confidence
intervals (CI).

Learnings and Insights from Campaign

1. Xhale.dbarticipants were more likely than the control group todieefree one year after the
baseline measurememhe quasguantitative evaluation survey indicated that 12.6% of the
participants aged 15 to 25 were still sffrekeone year after signing upxieale.dk In other
words, they had not smoked durimg previous month. In comparison, gh¥f6 of the control
group was smolfeee at that timeWhen the control and intervention groups were matched on
selected variables, such as age and motivation for smoking cessation, the strength of the
calculation watoo low for a significant effect. However, the trend was that the chance of
achieving smoking cessation was more than twice as high forxtsitg diersus the control
group. The probability of achieving lasting smoking cessation by participhsilegdivas
similarly increased.

2. Overallxhale.dwas perceived positively by participants, in terms of its efficacy and their
willingness to recommend it to othdrstotal, 50% of the users felt that to some extent the
support fromxhale.diwas important for their smoking cessation. Just over 30% fefftatieadk
made their smokirgpssation attempt easier than previous attempts, while 56% did not feel that
the program made quitting easier. However, this does not mean that the majdiggatisfied
with xhale.dKn total, 60% stated that they would recommend the program taahir27%
said they would not (the remainder said they were unsure).

3. Both the content and form of communicationiudle.dkttracted the 150 25yearold target

audience Qualitative and quantitative evaluation surveys indicatdthtbatkeached young

smokers who typically do not use conventional srodgisgtion support, such as telephone

advice and courses. The aspects of the program cited eslnadde by respondents included

(in random order):
A  The program was anonymous and personal
A 1t has a youthful i mage in its language
emails and text messages.
A 1t focused on tnéedsfor supporteand hgpirocanpettion with i@ ma r
smoking cessation.

A The information was factual and visual
A The users decided themselves how much s
A The information came directly to. the wus

A The program was free.

4. After gaining experience with Version fhafle.dksix main elements were identified as
opportunities for strengthening the program in relation to its appeal to young people and its
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effectiveness as an aid to smoking cessaibthese elements were introduced into the second
version ofxhale.dk

A More information based on the user prof
A More interaction (both between the user
A Mo r e -mails and texmessaging (i.e., more daily text messages and weekly e

mai l s, which would also hel-pf-mbuth). | d the pr

A Option of continued contact with users
to set a new quit date.

A O pdf anextended period of support.

A Merchandise (to signify participation i
program).

Sources of Additional Information
www.xhale.dk

Per Kim Nielsen

pn@cancer.dk

Materials and report in Daniglww.rygning.com

Published study in Englishttp://www.bzga.de/?id=medien&sid€5

Smoking cessation for young people using digital media. In:odsetesmokincessation aids for
young peoptePractical Experience and current evid€esearch and Practice of Health, Promotion
vol. 14 2009. p. 133.
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England 0 2009A0L BeautyCampaign

Organization
England Department of Health

Campaign Dates
June 20086 September 2009

Objectives
e Engage female routine and manual (R&M) s moker
activity

e Drive 120,000 R# female smokers through to the destination web pages (the AOL online hub)

e Trigger quit attempts by demonstrating how stopping smoking can enhance your appearance,
both in the short term (for summer) and long term (for life)

e Assess if this proposition haatential for 2010

Target Audience(s)
Female routine and manual workers who smoked, in particular those who used the Internet more
than once per week.

Media Vehicles
Website (microsite within AOL site)

Media Presence
The partnership was hosted on thdAde and included traffic driving via display advertisements

Media Budget (in USD)
Approximately $240,000 (£150,000)

Advertising Agency or Public Relations Firm

Blue Rubico® worked with editorial team at AOL to develop content
Mediaedge: CIA

COl/i -leveld media buying

Research Firm
Precampaign research with target audi@fite Nursery
Post campaign researdkOL/Nielsen

Language(s)
English

Target Audience Research

Researchndicated that smokers who were in Routine and Manual professions started smoking
earlier, smoked more and found it more difficult to quit successfully than other adults. In 2008,
smoking was more than twice as high in Routine and Manual occupatiansdctnmpanagerial

1Di rections research & marketing: Ro ut i n econaistimy ofMéxB howr tonssmeo k er s 6 mes s
workshops with R&M smokers, May 2006
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and professional occupati@nr&mong this group, smoking was found to be a shared social pastime.
They believed smoking was the norm and they felt persecuted by messages and legislation that
portrayed a contrary reality.

In 2007, ONSJat& showed that there were an estimated 14.9 million people in routine and manual
groups in England:

A Nearly 60% were male

A 42% were aged-28 (compared with 35% of the general population)

A 39% had children aged.® (compared with 31% of the general ftjoum)

A Approximately 4.7 million of them smoked (31% of me, 28% of women)

The ONS research showed most R&M smokers had access to the Internet and 77% owned a
computer. A high proportion of these used the Internet frequently, though not evéégeasall

R&Ms who smoked used the Internet at least once a week. This compared with 81.1% ABCL1 adults
who used the Internet at least once a week and 38.4% who used the Internet more than once a day.

The proposition for thismakefiveae,yd walsi i ftedms
bank research of 16 thuieeur consumer workshops with R&M smokers to test messaging, carried

out through Directions Research and Marketimat identified appearance as an area with strong

potential for female R&Mrokers.

Pre-Campaign Evaluation of Draft Materials

The idea of ©6Lifebds more beautiful snfwikthefr eeo
women aged 236 in six group discussions. The research indicated that women in the target

(primarily younger R&M women who were either in thiapriéy or young family life stage) were

fully aware of the effect that smoking can have on beaugvétpthey were more open to, and

interested in, hearing about the beauty benefits of quitting than they were to more negative messages.
The 6Lifeds more beautiful smokefreed seemed t
message across.

Campaign Description

A microsite was created, hosted by A@lichpromoted quitting smoking as a positive beauty step.
The microsite was designed in a magazine format with regularly updated content to keep visitors
engaged.

Content included:
e Advice ad support on stopping smoking from the NHS

e Quit tools that were already developed for the campaign, such as Quit Planner and Cost
Calculator

e Beauty articles about specific topics such as hair, eyes, skin, nails, teeth, etc
e Expert beauty tips (e.g., Ridgmmerd Celebrity makeup artist)

e Smokefree quiz tool

e Prize draw

2 Opinions Survey Report 40: Smoking Related Behaviour and Attitudes 2008/9, (Office For National Statistics)
Office for National Statistics, General Household Survey, 2007

* Directions research & marketing: Routine and Manual smokersé message bank research, May 2006
® The Nursery: Creative testing research, March 2009
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Celebrity gallery, showing images ofsmooking celebrities that the audience would relate to,
who have great skin

This content was mixed with generic beauty messages to create anfiattihctive hub for the
right audience, in line with other lifestyle pages on AOL

Display advertising elsewhere on the AOL site helpleidadraffic to the website.

Process Evaluation
Tracking tags were added to each page of the site.
130,00@nique visitors to the microsite during the campaign, exceeding the target of 120,000

Postcampaign reseafakith 1,078 female smokers who had visited the site showed that:

69% of visitors were female

24% of users were aged348 32% were aged-3% and38% were aged 55+

69% of those who visited the microsite were smokers who wanted to quit or cut down

34% of visitors said that the reason they wanted to quit was that they were concerned about the
effect of smoking on their appearanter{dst cited reas after health, cost and shame of

smoking)

70% said they were concerned about the implications of smoking on their appearance.

Outcome Evaluation
Key outcome measures from the mashpaign research cited above include the following:

Smokers said the staiseful sections were the advice and support pages which included
information on local NHS Stop Smoking Services, followed $gntiiefrgeitting planner, cost
calculator tool and beauty articles

Over 50% of the female smokers and two thirds-8#i§8ar old smokers surveyed found the
content useful in motivating them to quit smoking

58% of female smokers and 65% age#t=aid they were likely to give up smoking in the next
2-3 months.

53% said they would tell other smokers about the AOL content

Learnings and Insights from Campaign
1. Precampaign target audience research indicated that this audience would be less influenced by

the mainstream Smokefree campaigns, and the campaign results suggested that the proposition
was relevant The precampaignasearch indicated that the target audience of young women was
not interested in hearing negative information about the harms of smoking, but wanted to hear
the about positives of quitting instead. Campaign results indicated that this audience felt the
AOL microsite content was valuable, as two thirds t B&yearold female smokers who

visited the site said the content was useful in motivating them to quit, and almost two thirds of
18 to 34yearolds said they were likely to give up smoking in xh&8emonths.

6 Online research carried out by Nielsen for AOL with people who had visited the website.
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2. In the future, similar campaigns should consider using networks that better align with the target
audience demographid¥hile the campaign was successful, the demographic attracted by AOL
tended to be slightly older than the target demographic, and this should be considered when
choosing networks for similar activity in the future.

Sources of Additional Information
Tobacco Control Marketing team
smokefree@dh.gsi.gov.uk
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SMOKEFREE LIFE'S MORE BEAUTIFUL
SMOKEFREE

FIND OUT MORE )
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Englandd 20082010Smokefree MSNCampaign

Organization
England Department of Health

Campaign Dates
April 20083 March 2010

e Phase 1: Aprd June 2008
e Phase 2: December 2@8pril 2009
e Phase 3: Janud@rWarch 2010

Objectives

e Encourage smokers to use their local NHS Stop Smoking Services to help them quit
e Show smokers that it really is possible to quit

e Give smokers the opportunity to speak directly to smoking advisers

Target Audience(s)
Routine and manual workers who smoked, in particular those who used the Internet more than once
per week.

Media Vehicles
Online (websites, social media (Facebook), chats, blogs, videos)

Media Presence
The program was publicizedonth& N 6 gosmokefreed port al

Media Budget (in USD)

Phase 1: £220,000 (Approximately $350,000)
Phase 2: £200,000 (Approximately $320,000)
Phase 3: £250,000 (Approximately $400,000)

Advertising Agency or Public Relations Firm
i-level

Research Firm
Directions research & marketing

Language(s)
English

Target Audience Research

Researchndicated that smokers who were in Routine and Manual professions started smoking
earlier, smoked more and found it more difficult to quit successfully thaudoltserin 2008,

smoking was more than twice as high in Routine and Manual occupations compared to managerial
and professional occupati@rdmong this grougmoking was found to be a shared social pastime.

7Directions research&mar ket i ng: Routine and Manual censistikgotléx8 hommessimegge bank res
workshops with R&M smokers, May 2006
8 Opinions Survey Report 40: Smoking Related Behaviour and Attitudes 2008/9, (Office For National Statistics)
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They believed smoking wasribemn and theyelt persecuted by messages and legislation that
portrayed a contrary reality.

In 2007, ONS datshowed that there were an estimated 14.9 million people in routine and manual
groups in England:

A Nearly 60% were male

A 42% were aged 28 (compared with 35%the general population)

A 39% had children aged ® (compared with 31% of the general population)

A Approximately 4.7 million of them smoked (31% of me, 28% of women)

The ONS research showed most R&M smokers had access to thealmteri7@ owned a

compuer. A high proportion of these used the Internet frequently, though not evef§%aof all

R&Ms who smoked used the Internet at least once a week. This compared with 81.1% ABC1 adults
who used the Internet at least once a week and 38.4% who ugedistemore than once a day.

Other research indicated that smokers were four times more likely to quit successfully if they used
their local NHENational Health Servicgjop Smoking Services than if they tried to quit alone.
However, in the period iag up to the campaign, only around 10% of smokers were using their
local NHS Stop Smoking services to quit.

Pre-Campaign Evaluation of Draft Materials
None conducted

Campaign Description

The campaign had three goals:

e Encourage smokers to use thmial NHS Stop Smoking Services to help them quit
e Show smokers that it really is possible to quit

e Give smokers the opportunity to speak directly to smoking advisers

MSN was chosen as the portal because it was one of the most popular sites wiithet8e Ro
Manual target audienTae campaign was rolled out in three phases, and each had a different focus.

The first phase of the campaign ran for two months fromdAhriie 2008. The partnership
coincided with the Depar tame@mett tdfn gHeoafl ft hGbi sg alraent ut
phase of the campaign encouraged smokers to engage with the quitting stories from celebrities and

real people and to speak with advisers and use a MSN mapping tool to find their local Stop Smoking
Services. To eagrage smokers to use their local NHS Stop Smoking Services to help them quit, the

site followed two celebrities who resonated with the audience through the quitting process (and the
NHS services) via video diariés.show smokers that they could quitdve o di ari es of oOr
were developed in which they told their quitting stories and how they successfully gave up. In order to
provide smokers with the opportunity to speak to smoking advisers, some call center advisers were
trained to talk with srkers via MSN Messenger.

The second phase of the campaign ran from Decembée 20082009 andeatured the celebrity
quitters, video diaries and online chats with call center advisers. In addition to this, the campaign
featured an R&M female bloggeiting (with the help of a journalist) about her attempts to quit
smoking. It had a more direct call to action than before, encouraging people to find their local NHS

9 Office for National Statistics, General Household Survey, 2007
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Stop Smoking Service or join Tegethprogram. Smokers who joined Tlogethprogam

registered their quit date and then received a series of supportive direct mail packs, text messages,
emails and call backs as they reached the key stages of the gieicess: preontemplation,
contemplation, quitting and staying quit.

The thirdphase ran from Janu@riarch 2010. This phase of the campaign featured celebrity

quitters, video diaries and online chat. The campaign also followed the developments of a blogger
attempting to give up smoking, with twice weekly updates to encourdgdiusdrs onow i s t he
for them to quit. The blog also initiated the creation of a community on MSN that saw smokers and
exsmokers supporting each other through the quitting process with helpful tips and advice from

based on experience. The campaigruesged smokers to visit virtual advisers, search for local

services and to find out information aboutlibgethprogram.

Process Evaluation
As each phase had a different focus, the metrics used to evaluate each stage differed slightly.

Phase 1:
A The web hub was viewed over 190,000 times during the campaign
A Visitors spent average of 4:04 on site (double the time spent on advertiser hubs on MSN)
A The videos were watched over 39,000 times
A The adviser chat page was vigi®820 times
A The search foptal services was viewed 7,102 times
Phase 2:
e The web hub was viewed almost 570,000 diunigg the campaign
50% of visits lasted for over a minute, and 18% lasted for longer than five minutes
The videos were viewed over 147,000 times
The email was sighap to 1,789 times
The search for local stop smoking services was used 5,272 times

e The adviser chat page was visited 17,052 times
Phase 3:

e The hub received almost 240,000 dsittg the campaign

e The average time on the site was lower tharebafd minutes 34 seconds, however this is
to be expected with the call to action taking visitors away from the hub Gmokieéee
website

e The registration form for theogethprogram was visited 2,710 times
e The search for local stop smoking sesweas visited 15,348 times

e The blog was viewed 66,806 times

e The adviser chat page was visited 9,633 times

Outcome Evaluation
None conducted.

Learnings and Insights from Campaign

1. The MSN hub was a very effective way to engage R&M smokers in theittmgrprocess as
well as to enable them to help othérser the course of the campaign, the hub received 1
million visits, and visitors engaged well with video and blogging content.
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2. The instant chat was a popular andeiffsttive way for adviséosengage with smokerdhe
adviser page received over 100,000 visits over the course of the campaign. As a result of this, the
England DH began to offer an interactive chat function ddntio&efreebsite
(https://data.gosmokefree.co.uk/askanexpert)aagxvell as interaction with advisers and peers
through theSmokefreacebook page.

3. Smokers were interested in finding their local NHS Stop Smoking Sémwisearch fdocal
services was visited almost 28,000 times over the course of the campaign, indicating an interest in
finding convenientipcated stop smoking services.

Sources of Additional Information
Tobacco Control Marketing team
Department of Health
smokefree@dh.gsi.gov.uk
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England 6 2005mokefree UnitedCampaign

Organization
England Department of Health

Campaign Dates
October 2009December 2009

Objectives
¢ Reinforce motivation amongst male smokers who work in routine and manual jobs to quit
smoking.

e Encourage quit attempts amongst male Routine and Manual smokers.

Target Audience(s)
Male football fans who smoked

Media Vehicles

Radio (partnership with t8IRORT), national press advertising, online display advertisiiog, face
face eventsyebsite, posters, big screens at football matches, ads in football match programs, and
tannoy announcements (messages over the PA systems at football matches).

Media Presace
Unavailable

Media Budget (in USD)
Approximately $ 1015,000 (£637,000)

Advertising Agency or Public Relations Firm

o Kitcatt Nohr Alexander ShavCreative identity, press creative, radio advertorials, online
display advertisements

e EMO 0 Faceto-faceevents, local partnerships

e Reading RoomWeb development

e Blue Rubicon and COI News and ®public relations
¢ Mediaedge:MEGmedia planning

e COI 8 media buying

e Iris & national partnerships

Research Firm
e The Nursery Smokefreeand research (2008)
e Directions research & marketirigessage Bank (2008)
e Reading Roomfollow-up email research (2009/2010)

Language(s)
English

Target Audience Research
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Researchi dent i fied the primary audienceM or the ©6R
smokers who are parents with young families, particularly men.

The research indicated that R&M smokers led busy and stressful lives, working in a wide range of jobs
from lorry drivers to shop workers, carers to receptionists, plumbers to secusityTtnagrtended

to see work as tedious, and they had a correspondingly strong desire to escape from the daily grind as
well as a spontaneous, shernn attitude toward life. For this audience, smoking was entrenched in

their lives, which made giving wufremely difficult. They were likely to have friends and family who
were smokers, and smoking was part of their o0t
shared and social pastime. These men were well aware of the negative healthesomisequenc

smoking, and many of them want to give up. Indeed, most had tried and failed to give up, and were
wary of trying again.

Research from the Tobacco Control Marketing pr
smokers were traditionallyslessponsive to Department of Health (DH) campaigns. Many of them

were passionate about football, but research showed that a straightforward message about the impact
of smoking on physical fitness woul.ddb exclude t

Pre-Campaign Evaluation of Draft Materials
None conducted

Campaign Description

Based on findings from the research, DH create&ghtbkefree Unitipaign message with the
message that smokers could get more out of their game/life by quittitigeyi could be fitter, keep

up with their kids, have more money to buy season tickets). Campaign planners created a virtual
football club of quitter§mokefree Unitgrere footbalbving smokers could get motivation and
coaching to help them quihd could join a group of peers who were united by their decision to get
more out of life. It brought the expertise of NHS quitting help to male smokers in a way that was
positive, engaging and easily accessible.

Smokefree United a fully integratecarketing campaign using a range of communications channels

in order to achieve the campaignds objectives.
the core media channel was a partnership with talkSPORT (a radio station that was highly credible
with the target audience). TalkSPORT pronftheakefree Urdgterdss the station for 12 weeks,

encouraging smokers to visit the website and join up through advertorials, live DJ reads, a live quitting
clinic, and an interactive competition. Other aetvitcluded national press, online display, outdoor
advertising, national and regional PR with clubs, partnerships with professional and amateur football
clubs, and local community activation events.

Premier League endorsement and partnerships withlfolotshelped give the campaign
credibility with the target audience, as did the use of football legend John Barnes as a media
spokesperson. Smokers were provided incentives to sigsookefree Unfeed., footbathemed
prizes) to help drive tfaf and engage male smokers wittsthekefreessage.

All activity drove smokers to a bespoke (specially designed) miskositd$.uk/smokefreeunijed
The site encouraged smokers to sign up assergo quitting smoking. It was designed to convert
interest in quitting into action. Content included:

10Di rections research & marketing: Ro ut i n econaistiny of MIéxB how tonssmeo k er s 6 me s ¢
workshops with R&M smokers, May 2006
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e A message wall where smokilgted questions were posed by talkSPORT host Andy
Townsend
o A Smokefree Urligague that counted the amount of faemrs feach club to have signed up, and
engendered competitiveness amongst fans to encourage return visits and to get their mates
involved
e Information and support on stopping smoking and the ability to locate the nearest local NHS
Stop Smoking Service

o Aspecialdevel oped 6your walletdd calculator tool
quitting

e Aspecialevel oped dyour bodyd tool to show smoke
and fitness

e OWrightyds wr ong 0 un sgetdemaer fearuitmoent davise,fronted by axl me mt
footballer and TV celebrity lan Wright (where smokers could nominate their friends to be on the
bench until they also signed up).

Upon signing up, smokers entered aimek customer relationship managen@ivj journey.

The CRM journey consisted of weekly motivational messaging and calls to action to access NHS
quitting support by either SMS or email. Those receiving emails were provided incentives to respond
to all weeks® mess agteamontihdiaw to wih arfectedieenedtpize.e d t h e
This aimed to keep smokers engaged with the campaign by returning to the website.

At the end of the-veek CRM journey, participants were given the opportunity to migrate into the
national smoking CRM mgam.

Process Evaluation

e TheSmokefree Unitetsite received a total of 26,548 visitors

e 2,004 people signed up to jBimokefree Uniteliihe and receive the emails/SMS messages over
four weeks

e There were 191 posts on 8mokefree Unitedsage bahfrom smokers

e There were 473 competition entries (this compared well to other talkSPORT competitions which
had averaged only around 100 entries)

e 10,000 smokers were spoken to during the 32 daystoffiace regional events, of which 4.4%
actually ragested help from their local NHS Stop Smoking Service

e The Tobacco Control Mar keting programbds regul
smokers showed that 18% of respondents were avmekéfree Undtiéer the campaign,
rising from a base 6f%.

Outcome Evaluation
Reported quit attempts were measured through an email survey with people who had signed up for the
competition. Two months after the close of the competition, an email survey was sent to the 2004 people
who had registered for tbempetition. Replies were provided by 137 resporigemisthe survey,
e 75% of respondents fousinokefree Urhielgful in motivating them to quit (rated it 5 and
above on a scale cfiD)
o 84% of respondents made a quit attempt
e 62% of those quattempts were still successful at the time of the research (successful quit
attempts are measured at one month, and this research was carried out two months after the
competition closed.)
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Learnings and Insights from Campaign

1. While thepercentaf@articipants who tried to quit was high (84%). at least among those who replied
to the posttompetition survey, the absolute number of smokers who registered to participate in
Smokefree Uniteithe was relatively modest (2004 challenge for afyture activity would be to
increase patrticipation to drive down the cost per quit. This might require greater media budget and
using other platforms, such as Facebook, to engage smokers.

Sources of Additional Information
www.nhs.uk/smokefreeunited

Tobacco Control Marketing team
smokefree@dh.gsi.gov.uk
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